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This work analyses the influence of the assortment size in consumer behaviour. 

Specifically we analysed how consumers react to two different assortment sizes (small 

and large), all of them mixed (private label-PL and national brands-NB) in relation to 

the store switching intentions. For this purpose we analysed the relationship between 

four variables (store image, value consciousness, perceived variety of assortment and 

private label purchase intention) and consumer´s store switching intentions.To test the 

hypotheses formulated we have developed an online experiment with a sample of 1,120 

individuals.The experiment was carried out in four product categories: yogurt, bread, 

detergent and toilet paper.To carry out the analysis we use the methodology of 

structural equations.Results obtained show that the assortment size influences consumer 

behaviour in an obvious way. In mixed assortments we have found significant 

differences between small and large assortments. Store switching intentions is 

diminished by store image, a higher value consciousness and the perceived variety of 

the retailer’s assortment. In large assortments, store switching intention is lower when 

store image is positive, consumer´s value consciousness is high, consumer’s perceived 

variety of the retailer’s assortment is high. In the same way, store switching intentions 

are positively affected by PL purchase intention.Our results do not support PL ability 

for generating a genuine consumer loyalty towards the store. 
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Introduction and objectives 

 

Retail distribution is a sector of obvious relevance in economic activity in Spain. In 

2014, the estimated retail turnover was 206,776,441 euros, reaching the highest increase 

in recent years, according to the report "Global Powers of Retailing" (Deloitte, 2016). 

The supermarket chain Mercadona is leader in Spain with 22.3% share of retail food in 

2015, according to the consulting firm Kantar Worldpanel (2016), followed by 

Carrefour (8.6%), DIA (8.2%), Grupo Eroski (5.8%) and Lidl and Auchan (3.8%). 

 

Changes that have occurred in Spain in retailing have been very significant since the 

seventies to the present, heightened by the economic recession of recent years, which 

has caused a change in priorities and consumer behaviour. One of the most important 

changes that have taken place has been the consolidation of private label (PL), which 

has led to profound changes in the composition of assortments of retailers. The market 

share of the PL in Spain reached 42% in value and 49.7% in volume during 2014 (IRI, 

2015). Large supermarkets increased their share to 48%, with Mercadona leading the 

market, followed by Carrefour and Eroski. The expansion of PL has generated 

structural changes, affecting the sector as a whole. Retailers have begun a clear strategy 

of market segmentation through its PL, attending to price, product category, or the 

benefits sought by consumers (Castelló, 2012), resulting in various scenarios in which 

to apply the great variety of PL. 

 

In this environment, many retailers have opted for strategies to reduce their assortments, 

primarily by withdrawing a large number of national brands (NB), giving greater 

prominence to its own brands (Ailawadi and Harlan, 2004). A specific form of 

reduction is by removing assortment of brands; while reductions of assortment usually 

consist of removing multiple products from different brands, brand delisting strategy 

chooses to completely remove all products of a brand within a category assortment 

(Sloot and Verhoef, 2008). Attending to the compilation by Gázquez-Abad et al. (2015) 

of retailers who carried out dereferencing strategies in their assortments, we can 

mention the case of Wal-Mart (which reduced its overall assortment about 30% in the 

UK and 7.6% in the US), Edah, Asda, Edeka or Metro, among others. Carrefour Group 

introduced a program of optimization of product categories, reducing the size of the 

assortment by 15% (Berg and Queck, 2010). In Spain, it is known the case of 

Mercadona, which in 2008 withdrew from its shelves almost 800 brands from different 

manufacturers, some of which are leaders in their product category (e.g., Nestle, Calvo o 

Pascual). 

 

However, later, many of these retailers (including Mercadona) were forced to 

reintroduce some of the NB previously removed to prevent consumer boycotts and the 

damage that this decision was causing in its own image (Sloot and Verhoef, 2011). 

Therefore, the decision is not as simple as removing brands from the 

assortments.Remove certain NB can damage the image of the store, because consumers 

may consider that this assortment is incomplete, either by not including most brands 

available (Pepe et al., 2012), or for not including renowned brands (Sloot and Verhoef, 

2008). 

 

At present retail management cannot simply rely on offering very large assortments or 

design a marketing strategy based on small assortments and very aggressive prices. 

Retailers must offer their customers an assortment that, regardless of its size and 



composition, provide real value to consumers and offers them an appropriate response 

to their expectations (Miranda and Joshi, 2003). The main function of retailers should 

be to contribute to a significant improvement in efficiency in the consumer buying 

process, which will help them to achieve a competitive advantage and a particular 

commercial differentiation (Berne, 2006). 

 

So, what should a retailer do to achieve customer satisfaction and loyalty to their stores? 

Are the largest assortments better that smallest ones to establish customer loyalty 

strategies? Clearly the decision taken by the retailer in this regard is essential, not only 

from the perspective of the cost structure and profit margins, but also from the 

perspective of the image that consumers will develop about the company itself. The 

answer to the above questions is therefore key to the success of the retailer, as it will 

allow it to know what brands need to compose its assortment and which brand may be 

removed without detrimental to its image and loyalty of their customers.Analysing 

consumer behaviour in different sizes of assortment composition is essential to success 

in retail management. In this work we bring value to analysing consumer behaviour 

facing assortments of different size (small and large). For this purpose we conducted an 

online survey to 1,120 individuals, considering four product categories and including 

real brands.Consumer response has been analysed through the estimation of a structural 

equation model. 

 

Conceptual Framework / Literature Review 

 

The concept of store image is introduced by Martineau (1958), who describes it as the 

definition that makes a consumer in relation to a store according to its attributes which 

work both functional and psychological level. Thus, the image of the store denotes the 

feeling of customers towards it and each store has a different positioning for each client. 

North et al. (2003) describe the store image as the identity of the store, being an 

influential factor in the initial process of purchasing decision of consumers. 

 

The image of the store is considered a critical determinant of the competitive position of 

the retailer, to the extent that determines among other issues store loyalty and therefore 

reduces the store switching intentions (Sirgy and Coskun, 1985). Consumers who have 

a better image about a particular store develop a better perception of quality, value, 

satisfaction and loyalty (Johnson et al., 2001). Considering the direct relationship found 

in most studies, we propose the following hypothesis: 

 

H1. A positive store image has a direct and negative effect on store switching intentions 

Value-conscious consumers are characterized by being concerned about the price-

quality ratio received; i.e. they are customers who pay special attention to the quality 

they receive for a certain price when making a purchase (Zeithaml, 1988; Lichtenstein 

et al, 1990). The perceived value is a concept of subjective nature (Woodruff, 1997), 

resulting from the comparison by consumers of perceived benefits and efforts to be 

performed (Zeithaml, 1988; McDougall and Levesque, 2000). 

The perceived value can influence customer attitude (Swait and Sweeney, 2000). 

Numerous studies support the positive influence of perceived value on loyalty to the 

establishment, in the context of retailing (Chen and Quester, 2006). Loyalty has been 

defended from two perspectives: attitudinal and behavioral (Dick and Basu, 1994; 

Oliver, 1999). According to the above the following hypothesis is formulated: 



H2. Value consciousness has a direct and negative effect on store switching intentions 

Academic research argues that the perceived level of variety of an assortment affect the 

decision process and store selection by the consumer even more than the actual level of 

variety. Several authors (e.g. Arnold et al., 1978; Brown, 1978; Finn and Louviere, 

1996) found a positive effect of the variety of assortment on the choice of the store and 

the intention to be loyal to the store (e.g. Baker et al., 2002; Verhoef et al, 2007). 

Consumers themselves say assortments decisions affect their choice of store (Arnold 

and Tigert, 1982; Arnold et al., 1983). In fact according to the work of Briesch et al. 

(2009), decisions of choice store present a greater sensitivity to changes in the variety of 

assortment that to changes in prices. Large assortments tend to be attractive by 

providing consumers with higher perception of variety (Chernev, 2003), more 

alternatives to choose from (White and Hoffrage, 2009), and more likely to find what 

you want (Berger et al., 2007). Many authors find a positive effect between the 

perception of a wide assortment and the intention of loyalty to this store by consumers 

(e.g, Sirohi et al., 1998; Hoch et al., 1999; Baker et al. 2002; Verhoef et al, 2007). 

According to the evidence found in the literature, we formulate the following 

hypothesis: 

H3. The perception of a wide assortment affects directly and negatively the store 

switching intentions 

PL are usually ownership, control and exclusive sales of retailers. The products under 

this brand are used to highlight the image of the distributor, attract customers and 

increase bargaining power with suppliers (Gomez and Okazaki, 2007). PL they have a 

range of values that represent the company. A positive image of the PL not only helps 

companies become more competitive, but also helps to encourage consumers to buy 

back the same PL and therefore to buy back in the same store (Porter and Claycomb, 

1997). 

Most of the literature shows the existence of a positive relationship between the PL 

image and store loyalty (e.g. Allen and Rao, 2000; Corstjens and Lal, 2000). San Martin 

(2006) argues that there is a process of transfer of consumer confidence among the PL, 

the store staff and retailer. Thus when a client trusts products with PL and local staff, 

will also trust the store, which will decrease the intention of changing shop. Paiva et al. 

(2012) presented an explanatory model of loyalty to supermarkets, based on the 

proposals of Flavián et al. (2001), Collins-Dodd and Lindley (2002), Martenson (2007), 

and Martinez and Montaner (2008). This model proposes that loyalty to a retailer is 

composed of an affective and cognitive loyalty. From the proposals of different authors, 

the following hypothesis is proposed: 

H4. PL purchase intention affects directly and negatively on store switching intentions 

So we propose a relationship modelwhich includes these four hypothesesregarding store 

switching intentions (figure 1). 

 

Figure 1. Relationship model proposed 

 



 
 

Methodology 

 

To test the hypotheses formulated above, we have developed an online experiment with 

a sample of 1,120 individuals belonging to a large panel of consumers in Spain, owned 

by IRI. At the time of the study (March 2013) IRI had a consumer panel consisting of 

322,883 individuals, aged between 24 and 65, responsible for buying for their homes for 

food products, cleaning and personal care products in supermarkets and hypermarkets. 

IRI panel is statistically representative of the Spanish population, both in terms of socio-

demographic variables (gender, age, income level, education level, family size), and 

geographical distribution. To measure the different variables of the theoretical model 

proposed we used composite scales, as they allow assess psychological variables that 

are not directly observable (Churchill, 2003). Have been used Likert scales, widely used 

in the literature on assortment and brands. 

 

In the experiment we considered two different sizes of assortment: small (four brands) 

and large (ten brands). The definitions of small and large assortments are based on 

previous experiments (e.g. Chernev, 2003, 2006), in which the "big" assortments were 

typically four, five or even six times the size of "small" assortments. In this 

investigation a lower ratio was used, specifically three. As to the composition of the 

assortment, this includes mixed assortments (PL and NB). 

The experiment was carried out in four product categories (not included in this work): 

yogurt, bread, detergent and toilet paper. We had chosen these four categories attending 

to the classification made by Dhar et al. (2001), which responds to the 

penetration/frequency relationship and establishes four categories of product: (1) staples 

(high penetration/high frequency); (2) niches (low penetration/high frequency; (3) 

variety enhancers (high penetration/low frequency), and (4) fill-ins (low penetration/low 

frequency). 

 

Individuals were randomized to different scenarios, according to number of brands (4 or 

10) and proportion of high equity of PL and NB(a third and two-third high equity). The 

final number of individuals for each type of variety was 35. Considering that the 

experiment was carried out in four categories of product, the total number of individuals 

for each type of assortment combination was 140. So we have a total sample of 1,120 

individuals. 



To carry out the analysis firstly it is carried out a confirmatory analysis of all 

measurement scales by using the methodology of structural equations offering 

satisfactory results in both scenarios. SEM statistical technique is considered the most 

appropriate for analysing the relationships identified in the model proposed. Results 

confirm that the different indicators show a good fit to the data, with right values for R
2
 

of store switching intentions and all estimates are significant in all or some of the 

scenarios analysed. 

 

Findings and discussion 

 

Results obtained show that the assortment size influences consumer behaviour in an 

obvious way talking about store switching intentions (table 1).We have found 

significant differences between small and large assortments. According to the findings, 

in small assortments store switching intentions is diminished by store image, a higher 

value consciousness and the perceived variety of the retailer’s assortment. We found no 

significant relationship between PL purchase intentions and store switching intentions. 

In large assortments,store switching intention is lower when store image is positive, 

consumer´s value consciousness is high, consumer’s perceived variety of the retailer’s 

assortment is high. In the same way, store switching intentions are negatively affected 

by PL purchase intention (figure 2). 

 

Table 1. Significant results for 4 and 10 brands assortments 

Hypothesis 4 brands 10 brands 

(H1) STORE CH INT <---STORE IMG -0,393 (p=0,000) -0,29 (p=0,000) 

(H2) STORE CH INT <---VAL CONC -0,107 (p=0,048) -0,107 (p=0,003) 

(H3) STORE CH INT <---VAR PERC -0,207 (p=0,000) -0,213 (p=0,000) 

(H4) STORE CH INT <---PL PURCH INT n.s. -0,067 (p=0,009) 

n.s.- No significant 

Figure 2. Relationship model 

 

 



 

Store image and store switching intentions 

 

The results allow the acceptance of the hypothesis H1, which established a direct 

relationship, with a negative sign, between positive store image and store switching 

intentions. So the more positive is the store image, the lower the intention of the 

consumer to switch stores. This relationship is confirmed for both, small assortments (-

0.393; p = 0.000) and large (-0.29; p = 0.000). The intensity of this relationship is higher 

in small assortments. 

 

The store image indicates the feeling of customers towards a store, being different 

positioning for each client. The literature supports the existence of the relationship 

between store image and store switching intentions. Thus, Wu et al. (2011) state that the 

corporate image is considered an important antecedent of store loyalty and brand 

loyalty, as it encourages repeat purchase and decrease store switching intentions. In this 

same vein, other studies show that store image is a determining factor in the competitive 

position of the retailer, to determine, among other things, store loyalty and reduce store 

switching intentions(e.g. Bellenger et al., 1976; Sirgy and Coskun, 1985).Customers 

have a certain image of a store, which may lead them to further visits and repurchase 

decisions (Kunkel and Berry, 1968).Consumers who have a better image of a store 

develop a better perception of the value, satisfaction and loyalty (Johnson et al., 2001). 

 

Store image thus acts, similar to brand value in relation to the repeat purchase by 

consumers. If consumers perceive a brand with a positive and strong image, that may 

have a positive influence on the probability that they choose that brand over other 

competing brands (Vogel et al., 2008).In the same way, differentiation of the store is a 

key element for the retailer. When consumers perceive a positive store image, higher 

than its competitors, it is likely they to increase their satisfaction when purchasing 

products there (Gomez et al., 2004), and is also likely they to remain loyal to the 

establishment. 

 

Therefore, retailers try to develop strategies that enable them to obtain a positive image 

and differentiated from other competitors, which is what will allow consumers to 

distinguish from other stores (Ganesh et al., 2007). We can mention, as an example, the 

case of the German chain Lidl, which went from being seen on his arrival in Spain as a 

Hard Discount with a very limited assortment, to considerably improve its image among 

Spanish consumers, adding new brands, expanding its assortment and with a strong 

investment in television campaigns, to have been able to generate a positive store 

image, and not only among the "pure" PL finders, but even among the upper middle 

class. 

 

Value consciousness and store switching intentions 

 

Results allow to accept the H2 hypothesis, which proposed a direct relationship, with a 

negative sign, between value consciousness and store switching intentions. In both 

assortments, small and large, the value of parameter is the same, -0.107 (p = 0.005, for 

small; p = 0.003, for large). 

 

The literature contains numerous works that argue that value-conscious consumers are 

characterized by providing a special concern for the quality they receive, within a 



certain price, when making a purchase (e.g. Thaler 1985; Zeithaml, 1988; Lichtenstein 

et al., 1990). In this context, the literature suggests that there is a positive influence of 

perceived value on store loyalty (e.g. Chen and Quester, 2006). In this sense, Gomez et 

al., (2011) confirm that the value consciousness plays a key role in the formation of 

loyalty, especially in the case of large buyers. 

 

Value-conscious consumers are especially concerned about optimizing the value in their 

purchases. They seek alternatives until they find what they think gives them the most 

value for money. This tendency to seek variety is something inherent to the individual 

(Berné et al., 2005) and may be motivated by satiety, desire for novelty or curiosity. 

Because of this, these consumers seek diversity in their purchases as a way to meet 

these needs, while also serves to reduce the level of uncertainty. However, these 

consumers are also aware that the search for information and comparison, as well as 

diversity in shopping at a general level, involve an investment in time and opportunity 

costs (Marmorstein et al., 1992). 

 

Perceived variety and store switching intentions 

 

The results obtained allow accepting the hypothesis H3, which established a direct and 

inverse relationship between the perceived variety of assortment and store switching 

intentions. The relationship is slightly higher in large assortments (-0.207; p = 0.000 and 

-0.213; p = 0.000, for small and large assortments, respectively). 

 

Academic research provides numerous empirical studies which show that consumer 

perception of variety with respect to assortment of a store affects the selection process, 

in addition to finding a positive impact between the perceived variety of assortment in a 

store and the store switching intentions (e.g. Hoch et al., 1999; Baker et al., 2002; 

Verhoef et al., 2007). 

 

The range of assortment is a strategic element for shaping the store image, at the same 

time that allows it meet different needs and preferences of its customers (Dhar et al., 

2001). This is considered as an important advantage for consumers, as it enables them 

to be more efficient in their purchases and to avoid travelling to complete their shopping 

basket, having to go to different stores.Considering Berné et al. (2001), consumers seek 

to minimize, for each movement in the purchase, the sum of the variable costs 

associated with buying a certain size of the shopping basket in differentstores. Thus, 

with larger assortments consumers reduce the perceived costs related to the effort that 

represents each act of purchasing, seeing increase their convenience and satisfaction, 

which affects their intention to remain in the store. 

 

PL purchase intentions and store switching intentions 

 

The results obtained allow partially accept the hypothesis H4, which established a direct 

and inverse relationship between PL purchase intentions and store switching intentions. 

This relationship is confirmed only in large assortments (-0.067; p = 0.009). 

 

We find numerous studies that indicate a positive relationship between PL and store 

loyalty. Thus, Porter and Claycomb (1997) conclude that a positive image of the PL 

helps companies become more competitive and also motivates consumers to repurchase 

the same PL, therefore to buy back in the same establishment. Allen and Rao (2000) 



argue that customer retention is caused by multiple factors, among which would be the 

perceived image of the brand.Corstjens and Lal (2000) state that the quality of the PL 

can be useful to generate differentiation between retailers and increase store loyalty. San 

San Martin (2006) states that when a client trusts the PL and the staff of a store, also 

will rely on the store itself, which will diminish store switching intentions.Martinez and 

Montaner (2008) suggest that Spanish consumers prone to PL are characterized by 

being loyal to the establishment. Paiva et al. (2012) argue that store loyalty is composed 

of affective and cognitive loyalty. Cognitive loyalty is an effect, among other factors, of 

PL loyalty. 

 

After years improving the quality, variety and image through a strong advertising 

investment, PL have managed to shorten the distance with NB, not only objectively 

speaking, but also in the assessment of consumers. If before PL were perceived as "the 

choice of those who cannot afford to buy something else," they are currently associated 

with a smart shopping option. This strong commitment of retailers towards PL, coupled 

with an environment of economic recession that favoured changes in consumer habits 

and the fact that many consumers bought these brands for the first time, significantly 

increasing its presence in the shopping basket, it has allowed a learning process based 

on personal experience and facilitated a better understanding and familiarity with these 

brands. Once consumers experience PL, many of them continue purchasing thoselater 

(Labeaga et al., 2007). 

 

This change has not occurred only in perception of consumers, but also affects their 

buying behaviour and the decision-making process.Consumers no longer purchase PL 

as an option positioned exclusively on price, but they do aware of its value and, 

therefore, as a preferential option that provides balance price/quality, in addition to 

guarantees which are strengthened by the learning process and the self-image of the 

retailer.Many PL are already so deeply rooted in society that are perceived as if they 

were NB, with a different positioning and addressed to different consumer segments.PL 

as Aliada, SeleQtia or Hacendado (brands of Hipercor, Eroski and Mercadona, 

respectively), have their own image among consumers, many of whom visit their stores 

specifically looking for these brands. 

 

That is, PL serve currently to differentiate and position the store image, which is 

consistent with investigations such as Bigné et al. (2013),whose results demonstrate the 

importance of strengthening a positive and favourable image of PL, as a means of 

building a strong store image, which, in turn, also affects value creation for the 

store.Therefore, PL become an instrument of store loyalty for retailers who promote 

them in order to increase loyalty to their establishments, since that can only be acquired 

in these. In this sense, we argue that PL may help to increase traffic on the store and to 

improve consumer loyalty by offering exclusive ranges that are not found in other 

establishments. 

 

Consumers who intend to buy PL in retail stores with a wide assortment (e.g. Hipercor), 

have a high level of commitment and loyalty to this retailer PL (it is usually because it 

is PL with a higher level of reputation, given the good image of the retailer that markets 

them). These customers have a higher level of loyalty to these brands that consumers 

who buy PL in chains with small assortments (e.g. supermarkets), since they are not 

faithful to a certain PL, but to the PL in general, so they can find other stores with PL 

that best fit their demands, which favours their store switching intentions. 



 

Conclusions and managerial implications 

 

Results show the existence of a relationship between the four variables analysed – value 

consciousness, PL purchase intentions, perceived variety of assortment and store image- 

in large assortments, and the same results in small assortments with the exception of PL 

purchase intentions, which is no significant (table 2). The most important variables in 

relation to store switching intentions are perceived variety of assortment and store 

image. 

 

Table 2. Intensity of the relationship of the variables regarding the store switching 

intentions in different sizes of assortment 

 

 Size of assortment 

Small Large 

Value consciousness Moderate Moderate 

PL purchase intentions n.s. Moderate 

Perceived variety of assortment Moderate High 

Store image High High 

n.s.- No significant 

From the results obtained in this research can draw different managerial implications, 

especially for food based retailers. 

 

Regarding store switching intentions we can state that value consciousnesshas a 

moderate role in all sizes of assortment. The results indicate that consumers concerned 

about achieving a good balance price-quality are not loyal to the store simply by 

offering a larger assortment. That is, as from a certain size of assortment, in which 

consumers feel they can make enough comparisons and evaluate alternatives, the fact of 

including more brands does not result in lower levels of store switching intentions. 

 

Since the PL has significantly improved its image, providing assurance and confidence 

to customers, it is reasonable to think that when consumers have a wide assortment in 

the store, where they can find their favourite brands, its intention to change 

establishment will be less, also favouring this circumstance the need to spend less time 

searching for information.Moreover, comparison of actual savings resulting from the 

fact of selecting one or another brand is a simpler process when the consumer is in its 

usual store, even more so considering that may only be acquire in the stores of this 

retailer.Therefore, we believe that value consciousness of consumers decreases their 

store switching intentions, as long as the store provides wide assortments and the buyers 

perceive that adds value to them, particularly as long as the consumer finds assortments 

composed of brands with different prices and qualities. 

 

In relation to PL purchase intentions, our results do not support PLs ability for 

generating a genuine consumer loyalty towards them, nor towards the store itself. 

Although it is true that PL has significantly improved its image in recent years, we 

believe that it has not yet reached the level of emotional attachment that certain NB 

have developed. While many consumers buy PL, it does not necessarily mean they are 

loyal customers. Therefore, retailers must find a balance in the assortment sought by its 



customers, strengthen relationships with them and improve their image to attract 

customers, rather than basing their strategy in developing loyalty through its PL.From 

the results, our recommendation for retailers is seeking a balance between PL and NB, 

so that consumers perceive enough variety to know that they can choose between 

different products to meet their needs, without changing establishment. It is important to 

further improve both the quality of the PL as its image through promotional campaigns, 

expansion into new product categories and segmentation strategies based on prices and 

the benefits sought, that can reach to different types of consumers, and the excellent 

opportunity of interaction with customers at the point of sale. However, retailers who 

bet on PL should continue providing value through them, but without disregarding the 

price is still a determining factor. 

 

The two most important elements to build customer loyalty are the perceived variety of 

assortment and a positive store image.The perceived variety is especially relevant in the 

case of large assortments, as this factor is one of its hallmarks and one of the main 

reasons why consumers go to these stores, in addition to its good image. El Corte 

Inglés, to take one example, brings together two concepts, variety of assortment and a 

good store image among consumers. Its strategy to cover large needs and to create a 

memorable consumer experience among its customers by offering a wide range of 

services, have generated a sense of pride among its customers, improving their level of 

store loyalty. 

 

It is noteworthy that the relationship between store image and store switching intentions 

is greater (in absolute value) when it comes to small assortments that when they are 

large. This could be caused by that stores offering assorted small generally correspond 

to retail formats like supermarkets, closer to consumers and towards whom these often 

develop more intense loyalty or, at least, in terms of repetition purchase (even in cases 

where this could occur for convenience or routine, and we were talking about spurious 

loyalty or inertia). In any case, it seems reasonable that consumers who are familiar with 

a particular store and have a positive image of this, intend to keep going to it for their 

purchases. 

 

Limitations and further research 

 

This research is not exempt from some limitations. First, research has been limited to 

Spanish context. Thus, it would be interesting to conduct this study in geographical 

contexts different from Spanish, greatly influenced by the intensity of the economic 

crisis in recent years and the high market share of the PL. Secondly, the methodology 

based on an online experiment, with its advantages and disadvantages. Third, we do not 

differentiate between high and low value PL. It would be interesting to know the 

influence of brand equity in consumer behaviour. Finally we do not include only-PL 

assortment which may be interesting according to the strategy followed by some 

retailers in relation to assortment size and composition. 
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